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ABSTRACT
TURKISH CONSUMERS' PERCEPTIONS OF TURKISH AND
FOREIGN PRODUCTS 
BY
DORUK PARMAN
SUPERVISOR: ASSOC. PROF. GÜÜZ GER 
JANUARY 1994
The globalisation of markets and growth in the volume of international 
trade increased the importance of international marketing. One aspect of 
products transnationally marketed is the "made in" image. This is the 
stereotype that consumers attach to products of a specific country, 
especially when there is lack of other information about the product 
other than the country-of-origin. In this study Turkish consumers' 
attitudes toward some countries' products with which Türkiye is in trade 
relationship and also Turkish products. This study aims to help 
international marketing managers by finding out their countries' products 
image in Turkish consumers' minds and also a comparison of them with 
Turkish made products are given.
ÖZET
TÜRK TÜKETİCİSİNİN YABANCI VE TÜRK MENŞEİLİ ÜRÜNLERİN 
HANGİ ÜLKEDE ÜRETİLDİĞİNE GÖRE HER BİR ÜLKE ÜRÜNÜNÜ 
ALGILAMASI ÜZERİNE BİR ÇALIŞMA 
DORUK PARMAN
YÜKSEK LİSANS TEZİ. İŞLETME FAKÜLTESİ 
TEZ DANIŞMANI: DOÇ. DR. GÜLİZ GER
Pazarların globalleşmesi ve uluslararası ticaret hacminin artmasıyla 
beraber uluslararası pazarlama faaliyetleri önem kazanmıştır. U luslar- 
arşı ticarete konu olan ürünlerin önemli özelliklerinden biri de hangi 
ülkede üretildikleri ve üretici ülke imajıdır. Bu tüketicilerin çeşitli 
ülkelerde üretilen ürünler hakkında oluşturdukları belli kalıplar olarak da 
özetlenebilir. Özellikle diğer bilgilerden yoksun olan tüketici ülke ürünleri 
hakkında oluşturduğu önyargıya göre alış kararı vermektedir. Bu 
çalışmada Türk tüketicisinin yabancı ülkelerde üretilen ürünleri ülke 
bazında nasıl değerlendirdiği İncelenmekte ve Türk malı ürünlerle 
karşılaştırılmakta ve uluslararası pazarlamacılara kendi ülkelerinde 
üretilen ürünlere Türk tüketicisinin genel yaklaşımı hakkında bir fikir 
vermek amaçlanmaktadır.
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Country-of-origin effect is the influence of origin of the product 
on consumers' attitude toward the product. Many studies are 
conducted in different countries on the attitudes of consumers' 
toward foreign products (Bilkey and Nes, 1982; Reierson, 1966; 
Cattin, Jolibert, and Lohnes, 1982; Jaffe and Nebenzahl, 1984; 
Nagashima, 1970, 1977; Etzel and Walter, 1974; Gaedeke, 1973, 
Heslop, Liefeld, and Wall, 1987; White and Cundiff, 1978). There is 
considerable evidence in the International Marketing literature to 
suggest that "country-of-origin" information has strong effects on 
perception of product quality as well as on overall product evaluation. 
On the other hand for countries like Türkiye, where "foreign product" 
concept is relatively new compared to the other countries that have 
been operating on free market economies for longer years, there is 
not sufficient data on consumers' attitudes toward foreign products.
UNTRODUCTION
As Türkiye is a growing and profitable market for international 
companies, it is important for marketing managers to know the 
Turkish consumers' attitudes to the products that are made in their 
country if they are willing to sell their products in Türkiye. This is to
understand and take action to what "Made in-------- " mean for Turkish
consumers.
In order to find out the country-of-origin effect for various 
countries' products; a country product image profile will be drawn in 
this study. The study of Akira Nagashima that was conducted in 1970 
and named "A Comparison of Japanese and US Attitudes Toward 
Foreign Products" will be replicated for this purpose.
The countries are chosen by taking into consideration the 
import volumes from countries and among the ones with whom 
Türkiye is in trade relationship. Second criteria in choosing these 
countries were import's coverage of consumer goods, the ones with 
the highest consumer goods' volume are chosen. The research is 
conducted with 60 university students from Bilkent University and 
Middle East Technical University. To draw out the profile of Turkish 
consumers' perceptions of the products made in tested countries 
including Türkiye, semantic differential method is used. Besides the 
semantic differential three additional questions are asked, which are 
helpful in understanding the attitudes of Turkish consumers toward 
foreign products and strengthen the results.
After obtaining the data for seven selected countries on twenty 
questions a statistical test is conducted on them to find out if there is 
any significant difference in-between the answers given to countries. 
From the results of the study a brief set of perceptions for each 
country-of-origin is obtained and these are explained by comparing 
one country-of-origin with another for each question. Also the image 
of Turkish products are compared with the image of foreign products.
In recommendation section implications of the results of the study 
are presented
This study aims to prepare a base for international and 
domestic marketers in preparing their marketing strategies. For 
internationai marketers it is important to know the current position of 
the products produced in their country , that is country-of-origin 
image. It is also important for domestic marketers to know their and 
foreign competitors products current position Both of the 
international and domestic marketers prepare their marketing 
strategies to struggle with competitors and to fit to the segments that 
they target have to take country-of-origin image into consideration. 
From the results of the study country-of-origin image for each tested 
country is obtained.
II. LITERATURE SURVEY
11.1.INTERNATIONAL MARKETING
There were always goods moving in and out of the national 
borders of countries. Up to the World War II this was in the form of 
trade and called international trade. International trade is most simply 
the exchange of products from one country to another. This is 
becoming increasingly important in the world of economic activity as 
its volume is rising greatly. World trade has grown rapidly since 
World War II and the activities needed to manage trade got complex 
and this brought up the international marketing concept. As it is 
indicated international marketing is more complex than international 
trade: It is the collection of the activities such as marketing 
intelligence, product development, pricing, distribution and promotion 
and their performance in many countries (Terpstra, 1989). Another 
definition of international marketing is to provide the facilities and 
reconciling the activities required to cross national borders, deal with 
different environments (such as language) (Kaynak and Qavu§gil, 
1983).
In today's dynamic economic scale leading corporations 
around the world have increasingly turned their attention to 
international business in order to maintain a competitive edge. This 
global increase in international business affects the world economic
order profoundly. It is a change with an impact to that of the industrial 
revolutions. In fact today's global activity has been described as the 
second industrial revolution and market provide not only a multiplicity 
of goods but goods from different countries (Subhash, 1990)
As markets are globallised and technology is changing very 
quickly, differences in product features are getting smaller. You can 
find similar products made in many countries and by many producers 
in the market. This increases the importance of product positioning. 
"We can describe positioning as the act of designing the company 
image and vaiues offer so that the segment's consumers understand 
and appreciate what the company stands for in relation to its 
competitors." (Kotler, 1988)
Positioning became more significant in preparing marketing 
strategies as markets are globallised. When products were marketed 
domestically there were only local competitors with limited resources 
and the business environment was very well known by the 
companies, but now even if the company work locally there are 
international competitors coming from different countries with similar 
products. For international companies each country that they start to 
do business with is a puzzle. These new markets appear with many 
unknown characteristics. On the other side these companies are new 
to both importers and consumer of the new market too. They may 
have biases about the products of the company and also about the 
country-of-origin of the products. Political relations in-between
countries, historical ties, differences in distribution channels, 
intermediaries, etc., all must be taken into consideration while 
starting a business in a new country and preparing marketing 
strategies.
International marketers, when they are willing to enter a new 
market that are in a new country , there is plenty of issues that they 
have to deal with and to take into consideration while constructing 
their marketing strategy. One of the issues that marketers have to 
take into consideration is country-of-origin effect, which is the image 
of the products produced in a country.(Gaedeke, 1973)
As the most basic level country-of-origin is a matter of 
international marketing strategy. The challenge facing marketers is to 
ascertain the images foreign consumers hold about them and their 
origin countries, and, armed with the knowledge, decide whether any 
relevant action is indicated. Such action may be steps to suppress 
the origin image, to simply present it , to enhance it or to 
aggressively promote it(Papadopoulos, Heslop 1993).
Sellers are likely to use country image identifiers ever more 
intensively as competition increases and the standardization of 
product blunt product-based competitive advantages, making the 
definition of unique market positions more difficult. The growing 
national governments and trade associations as competitive entities 
in the international arena will also intensify the use of country-of-
origin information, since governments by definition will continue to 
use "country image" in promoting their products(Papadopoulos, 
Heslop 1993).
Origin images are of the most immediate interest in the case of 
products that are marketed in a country other than the one in which 
they are produced. Exporters face established country image 
regardless of whether or not they have taken an active part in 
creating them. These images can act as significant barriers to 
facilitators of entry into foreign markets. For example many 
consumers would have less difficulty choosing a lower risk product 
(e.g., T-shirt) than a high risk one (camera, automobile, etc.) from a 
less developed country. In deciding what market penetration 
strategies to use, exporters need to know what images consumers 
hold about the origin country, what the components of these images 
are, and how they compare with the images of competing producers 
(Papadopoulos, Heslop 1993).
First thing to do is to find out the current country-of-origin 
image and then to find out the degree of fit with the segment that the 
product is prepared for. Country-of-origin image is an important part 
of the positioning. The country-of-origin image may well fit to the 
targeted market so it may help to positioning of the product. On the 
contrary country-of-origin image may not fit to the target market and 
then there is an effort needed to supress the country-of-origin effect 
and also to change it.
Importers face similar challenges, but in many cases they have 
a greater amount of latitude since they can be selective as to the 
suppliers with whom they choose to do business. Variants of the 
same products can be procured from different countries and 
assessing the images of these countries can serve as a significant 
input to supporting decisions.
11.2. "COUNTRY-OF-ORIGIN EFFECT' 
IMPORTANCE IN INTERNATIONAL MARKETING
AND ITS
Country-of-origin effect can be broadly defined as "any 
influence, positive or negative, that the country-of-manufacture and 
the service might have on the consumers' choice process and 
subsequent behavior" (Terpstra, 1988) or as Nagashima defined "It is 
the picture, the reputation, the stereotype that businessmen and 
consumers to products of specific country. The image is created by 
such variables as representative products, nationai characteristics, 
economic and political background, history and traditions 
(Nagashima, 1970). Narayanas" definition is " The aggregate image 
for any particular country's product refers to the entire connotative 
field associated with that countries' product offerings, as perceived 
by consumers" (Narayana, 1981). It presents international managers 
with both opportunities and problems during diffusion and adaptation. 
Bilkey and Nes (1982) found that the great majority of the published 
country-of-origin studies indicate that country-of-origin does affect 
product evaluations (Terpstra, 1989). Studies in industrial 
purchasing, for example, have found country-of-origin to be a salient 
cue in buyer's perceptions of quality. (White and Cundiff, 1978)
The globalisation of markets and multinational production 
within the last two decades has underscored the need for greater 
proficiency in understanding the impact of product and the country 
image on cross-national consumer behavior. Research on country-of- 
origin effects for example, has shown that such proficiency can 
contribute to the development of effective global marketing programs 
by synthesizing the attitudinal constructs observed in different 
national markets with strategy formulation (Yaprak & Prameswaran, 
1986).
"Understanding the role of country-of-origin and using it to gain 
advantage creates a whole new area for study and application. The 
"made-in" notion is a matter of tremendous importance in 
international marketing strategy, public policy making and research. 
It is relevant in all levels (the product, the firm, the sector, the 
country, and the world) for products as well as commodities, services 
and any other offering." (Bilkey and Nes, 1982)
Biikey and Nes (1982) who examined all published studies 
done up to 1982 has highlighted some research findings about 
country-of-origin such as;
- Country-of-origin effect consumers in developed and developing 
countries and influences purchasing decision for many different 
classes of products including industrial goods.
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- Attitudes change over time and they are not consistent between 
countries.
- There is a tendency for domestically produced products in every 
country. (Exceptions of these may be some developing countries.) 
As an example: in a research done by Rierson in 1966 Americans 
rated US made products better than the others.
- There is often a bias against products produced in developing 
countries and Eastern Europe.
Country-of-origin analysis focuses on buyers' opinions 
regarding the relative qualities of goods and services produced in 
more developed countries tend to regard most products made in less 
developed ones as being of lower quality then most products made 
in more developed countries. Logically this gives a competitive 
advantage to producers from more industrialized nations. There are 
of course exceptions like Afghan rugs where Afghanistan is a less 
developed country, but its rugs are very famous and preferred. Also it 
is possible for a country to succeed in changing its image, as Japan 
and South Korea did. It took 20 years for Japan and 10 years for 
South Korea to accomplish this change.
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Image means ideas, emotional background, and connotation 
associated with a concept. Thus the "made in" image is the picture, 
the reputation, the stereotype that the consumers attached to the 
products of a specific country. This image is created by such 
variables as representative products, national characteristics, 
economic and political background, history and traditions. The 
"image" with which the producers attempt to imbue their products 
and/or which consumers perceive in relation to them are drawn from 
its design, its performance, and many other characteristics, but also 
from its brand name and the name of its producer and its country-of- 
origin (Kotler, 1988).
"A brand name like "Me Donalds" worth millions, if so, how 
many billions is Germany's image!!!" (Papadapoulos, 1993). The 
images of objects’ results from peoples' perceptions of them and of 
the phenomenon that surround them. Assuming a basic definition, 
perception as "the meaning we attribute to things ", and given that 
perception occurs at the individual level, each object has a different 
image for each individual observer. And, since people act on what 
they believe is true "intrinsic reality - whatever it may mean and 
however it may be determined - plays a lesser role in human affairs 
then "perceived reality" (Papadopoulos, Heslop 1993).
Inevitably, the existence of images leads to the stereotyping of 
objects. Stereotyping is inherent to the process of classification 
which people use as means of coping with the world around them, in
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developmental psychology classification involve two stages: The 
first, "assimilation," occurs when one is exposed to a new stimulus 
unlike anything like he/she has been exposed to before. Such stimuli 
are used to create schemata that broaden the scope of recognition. 
The second, "accommodation," involves the fitting of new stimuli 
within existing schemata and serves to deepen cognition 
(Papadopoulos, Heslop 1993).
Stereotyping begins in the form of generalisations abstracted 
from a limited number of observations: and, if the number and scope 
of observations about the object (e.g., familiarity with it) increase, the 
stereotype is likely to be closer to "objective reality." Stereotyped 
images can be useful or can result in ugly consequences, but their 
appropriateness is beyond the scope of this discussion. We are 
concerned here more with the fact that they exist and serve to 
influence people's behavior. (Papadopoulos, Heslop 1993).
In marketing -as in other aspects of life- there is no end to the 
different interpretations which different observers give to the same 
objects. The importance of images has been well recognized not only 
to products and brands but also to producers, distributors, 
consumers , and everything else that comprises "marketing", it is 
widely accepted that "image " essentially represents a collection and 
a judgment of both intrinsic and extrinsic attributes of objects and 
classes of objects, intrinsic characteristics can range from the 
components of a product to the architectural design of a company's
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headquarters building and the physical appearance of a person . 
Also, intrinsic characteristic is ranged from a products price to 
company reputation (Papadopoulos, Heslop 1993).
The image of countries, in their role of as origins of products, 
is one of the extrinsic cues that may become part of products total 
image. Known variously as the "country-of-origin” or "made in" 
phenomenon issue , effect or cue, the subject has attached a lot of 
attention in academic marketing research and is used extensively as 
the unique selling proposition for many brands in practice.
Papadapoulas divided the practical use of country-of-origin 
identifiers specially in relation to products into five distinct periods.
1. Antiquity-1800's
Products were largely localized and trade was limited. Later 
this period wealthy consumers seek some specialty products like 
Canadian fur or Chinese silk.
2. 1800's-1950's
Transformation of origin images from local to national 
stereotypes of international significance began with advances in 
communication and transportation. As a result, the stereotyping 
principle mentioned above come into play to help people understand
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their new environment: stereotyped images of the known part were 
abstracted to the unknown whole.
3. 1950's-1970’s
The international trade explosion that followed the II. World 
War brought foreign products to practically every home and place of 
business, country /product images spread through practically all 
social strata . Japanese imitative, American ingenuity, and Italian 
design all became concepts known to, and influencing attitude of, 
hundreds of millions of both end consumers and organizational 
buyers.
4. 1970's- Early 1980's
Energy crisis and global recession led three significant 
developments in meaning and use of country-product image 
identification. First countries give more attention to rules of country- 
of-origin legislation and enforce it more carefully, as means of 
protecting domestic producers. Second both government and 
producers became proactive in domestic promotions in native 
industry. There were campaigns to make Turkish consumers use 
native products too. Third, companies began to be more 
discriminating about the use of origin identifiers. These were 
emphasized for regions and countries with a reputation and to
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posses certain unique characteristics (Afghan rugs, French wines), or 
suppress when producers felt that knowledge of the origin might 
provoke negative buyer reactions.
5. 1980's and After
With the end of global recession, international trade gains an 
incredible inertia and three important developments came out.
a. Governments gave importance to promoting their image abroad.
b. Origins and their images have come under intense scrutiny in the 
context of trade blocks. As in the case of Toyota that is made in 
Britain, there is too much effort spent to promote it as a British 
product.
c. Globalisation brought out hybrid products and they led the debate 
about country-of-origin, some observers argued country-of-origin is 
no more important some said the reverse.
If we look at what build up country-of-origin effect we see that 
the country-of-origin cue has been related to characteristics of the 
producer country. Bilkey and Nes described "hierarchy of biases" 
relating positive product evaluations to the economic development of 
the source country. Their review also noted that a source countries' 
political climate may let to lower product evaluations by consumers 
of other countries then would be predicted on the basis of the 
country-of-origin level of economic development alone. Wang and
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Lamb (1983) found the same results above. Country-of-origin effect 
is found to be more important as the product complexity and risk 
increase, and purchase frequency of that product decrease. With 
diminished ability to form judgments, consumers appeared to rely 
more heavily on extrinsic cues such as brand name and country-of- 
origin (Heslop, Liefeld, and Well 1987).
From the Nagashima's (1970) work up to now there has been 
many studies conducted on the country-of-origin. Most of them were 
multiple cue works; in which the way consumers require, process and 
use image cues (price, style, etc.) and changes in consumer 
perceptions and attitude were questioned. Country-of-origin is much 
more complex than it is thought, familiarity with the product group, 
country and information of experience with the product should be 
taken into consideration in addition to nationality and other 
demographic characteristics. It is found that country-of-origin effect 
decreases when information about the product by the consumers 
increases. These are tested in multiple cue works by many 
researchers. There were also studies on import and domestic 
product preferences. Darling and Craft (1977) found this for Finnish 
consumers: Gaedeke (1973), Lillis and Narayana (1974), and 
Dickerson (1986) for Americans; Baumgartner and Jolibert (1977) for 
the French.
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Especially for newcomers to a market, country-of-origin effect 
is much more important. In the empirical study "Asian Companies 
and the Country Stereotype Paradox " Sri Ram Khanna (1986) 
examined empirical evidence on country-of-origin stereotyping based 
on comparative advantages, one of the wall of marketing resistance 
that they faced with came out as the attitudes of foreign businessmen 
and consumers toward products produced in developing countries. In 
his paper he discussed the efforts of the Asian business firms to 
overcome the wall -the attitudes of foreign businessmen and 
consumers . Markets in his view across the world received Asian and 
other third world goods with reservation and doubt as a result of 
country stereotyping - Stereotypes include products of low quality, 
inferior technology, unreliability etc-. There is a tendency regarding 
products from developing countries as generally inferior to others 
available on the market. Firms and products from a developing 
country are perceived as similar components from a homogeneous 
mass. In his study Khanna saw that country-of-origin effect on Indian 
products is important when Indian producers deal with a new 
customer. However, when there is an old customer with whom there 
is already a relation established its significance is low. As it is known 
most companies have targets to grow: There are two ways to 
increase sales; one to sell more to old customers, which is not easy 
and has limits and second to enter to new markets that is essential. 
As international sales are a direct function of the number of new 
customers country-of-origin never looses its importance.
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The new regulations in Türkiye on customs after 1983 
permitted imported goods appear on the shelves, and many 
companies started import business. As indicated above similar 
products are produced in many countries and importers take country- 
of-origin as a criterion in their decision to import. This is also 
important for multinationals that are willing to sell products in 
Türkiye. On the other hand for domestic producers competition 
increased and they started to deal with country-of-origin effect when 
positioning their products. For all of these parties it is essential to 
know the Turkish consumers' attitudes toward to products country-of- 
origin to well position their product and to prepare a marketing 
strategy for it.
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III.1. PURPOSE OF THE STUDY:
This research is undertaken to find out the "Made In" image in 
the Turkish consumers' minds for various countries' products with 
which Türkiye is in trade relationship and Turkish products. Turkish 
consumers' perceptions of US, German, Japan, Italian, 
Czechoslovakian, South Korean and also Turkish made products are 
investigated by semantic differential method and a questionnaire 
containing 20 questions on concepts such as; price and value, 
service and engineering, advertising and reputation, design and 
style, consumer's profile. Out of the data obtained from the research, 
a descriptive analysis of "Made in" image of Turkish consumers to 
each tested countries' product will be presented.
III. PRESENT RESEARCH
III.2.RESEARCH DESIGN AND METHODOLOGY:
The semantic differential method developed by Charles 
Osgood and modified by W.A.Mindak (1965) was employed in the 
survey. This method was chosen because; the technique attempts to 
measure what meaning a concept might have for people in terms of 
dimensions which have been empirically defined and factor 
analyzed. (Mindak, 1956)
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Osgoods' semantic differential involved repeated judgments of 
a concept against a series of descriptive polar adjectival scales on a 
7 point equal interval ordinal scale. These scales are usually 
selected from 50 pairs of polar adjectives, with heavy factor loading 
labeled "evaluative" (on which are based the attitudinal measures), 
"activity", and "potency".
Example:
Long +— +— +— +— +— +— + Short
Progressing from left to right on the scale, the positions are 
described to the subjects participating in the experiment as 
representing "extremely long", "very long," "slightly long," "Neither 
long nor short," "slightly short," "very short," and "extremely short." In 
scoring the differential, weights can be assigned to each position; 
and these in turn can be converted to individual or group mean 
scores and presented in "profile" form . Reliability of the differential 
is reasonably high , and the measure has a high degree of face 
validity (Mindak, 1965).
We can summarize semantic differential in measuring 
"images" from Mindaks' article as; it is a quick and efficient way to 
get readily quantifiable data for large samples and also lets us to see 
intensity besides direction. It provides us a comprehensive picture of 
image and also it is a standardized method. It is easily repeatable 
and quite reliable. It avoids stereotyped responses and encourages
21
"top-of-mind " responses (Mindak ,1972). In this research semantic 
differential method is used to draw out the profile of "Made In" 
images.
III.2.1. Sample
For this study 100 questionnaires were distributed to university 
students from Bilkent and Middle East Technical University and 60 of 
them give response to them. Out of 60 respondents 31 of the 
respondents were male. Respondents' ages vary among 21 to 28. 
For 74% of the respondents' family income is in 7-10.5 Million TL / 
Month range (1992).
11.2.2. Material
In this research a questionnaire is used which consists of four 
parts of questions. Three of these questions are taken from the Akira 
Nagashimas work done in 1970, "A comparison of Japanese and US 
attitudes toward foreign products".
The perceptions of Turkish consumers on foreign and 
domestic products are figured out by semantic differential. The 
method that is developed by Charles Osgood and modified by W.A. 
Mindak was employed in the survey. Some adjectives are chosen
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from the 50 polar terms of Osgood and some are added by 
Nagashima.Twenty adjectives are used in the questionnaire.
In Nagashima's survey three other questions were asked to 
strengthen that there is a "made in” image in consumers. One was an 
unaided recall question that verifies the findings that representative 
products of a country are associated with the "made in" concept of 
that country. Other two were national image questions. From these 
questions the one that confirm the stereotype images of Turkish 
consumers toward products of the countries that are tested.
The tested countries are chosen as below;
- They are the countries with which Türkiye is in trade 
relationship,
- They are the ones with the highest percentage in US Dollars 
values in Türkiye's total imports
- They are the ones in which consumer goods have a higher 
weight in imports.
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To draw out the perceptions of Turkish consumers on foreign 
and domestic products a seven point scale was chosen with each 
scale showing arbitrarily weighted from +3 to -3 .The subjects were 
asked to answer the questions as quickly as possible with their first 
impressions. Then from this a profile was obtained by calculating the 
group mean scores. In order to maintain a high comparative value for 
the study all concepts were presented at one time. This is to 
ascertain the discrimination between concepts.
To eliminate the order effect in the questions, two types of 
questionnaires are prepared and used in which the orders of the 
countries were different. For every individual the answer of the 
questions differs in the strength of the impression of the "Made In " 
concept for the test countries and this ends up the Turkish 
consumers impression of "Made In" concept.
III.2.3. Procedure:
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Hi.3.1. Perceptions of Turkish Consumers on Turkish and 
Foreign Porducts on the Semantic Differentiai Scaie:
In this part the semantic differential results will be examined 
one by one for each country and in the conclusion part they will be 
evaluated and combined. Results are shown on Figure 1 and Table 1
III.3 RESULTS:
III.3.1.1. Made in Japan
In Turkish consumers' opinion Japanese products are 
expensive than Turkish, South Korean and Czechoslovakian 
products but not as expensive as US, German and Italian made 
products. When we look at reasonably priced scale they are rated 
higher than Italian, Turkish, US and German made products. In 
reliability Japanese products are rated slightly below US, German 
made products. These products are perceived as luxurious and 
exclusive.
In service and engineering based scales Japanese products 
are rated highest in every scale except inventiveness. In 
workmanship, being technically advanced, mass produced and 
worldwide distributed products scale they are the first. In advertising
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and reputation they are second after US products in scale of pride of 
ownership, much advertised products and recognizable brand 
names.
In design and style Japanese products are perceived as 
second with their large choice of size and model after US made 
products, and also second in performance scale coming after 
Germany. In clever use of color after Italian and US made products 
Japanese products are third. Japanese products are more for young 
people, more for women and for upper class in Turkish consumers' 
opinion.
III.3.1.2. Made in Germany
German products are recognized as expensive, reasonably 
priced and very reliable products. They are third after US and Italian 
made products in Luxury items' scale. These products are perceived 
as exclusive. In heavy industry products scale German made 
products are the first.
When service and engineering are a concern their 
workmanship is careful and meticulous slightly rated lesser than 
Japanese products. In being technically advanced, mass produced, 
world wide distributed and being inventive German made products 
are perceived in the third order after US and Japan made products.
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In advertisement and reputation scales German products come after 
US and Japan made products. These scales are pride of ownership, 
much advertising, and recognizable brand names. In design and 
style; in large choice of size and model they are close to US and 
Japan made products. In performance scale they are rated as first in 
products giving importance to performance. Clever use of color is not 
a strong side of German products. These products are perceived as 
for middle aged people who belong to upper class.
III.3.1.3. Made in South Korea
For Turkish consumers South Korea made products are 
inexpensive and reasonably priced but in the same amount 
unreliable. They are perceived as necessary and common items that 
are light manufactured. Their workmanship is not so bad and their 
technical advancement is slightly above average. Also they are 
perceived as mass produced and worldwide distributed and rated 
above average in these scales. In imitativeness scaie they are rated 
very imitative. Turkish consumers do not see South Korean products 
as prestigious. They are also perceived as having less advertising 
and their brand names are not much recailed. Products from South 
Korea are thought to be for younger people who belong to lower 
middle class
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Italian made products are perceived as luxury items after USA 
made products and they are also exclusive. When price is 
considered Turkish consumers put Italian products in expensive 
priced goods category but rated lower than USA and German made 
ones. Italian made product reliability is even lower than the Turkish 
made products, and it is just above South Korean and 
Czechoslovakian products. Their workmanship is also not rated high.
Their technical advancement is well below USA, Japan and 
German made products just as in being inventive and world wide 
distributed. Italian made products pride of ownership for Turkish 
consumers is again below USA, German and Japan made products 
but it is rated closer to them. As Italy is known as the country of art 
and Design Turkish consumers rated Italian made products the best 
in clever use of color and from the same point, Italian products are 
perceived as more concerned with outward appearance. Italian made 
products are the ones that are mostly for young people, and rated 
very high in being for women who belong to upper middle class.
III.3.1.4. Made in Italy
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Turkish consumers rated Turkish made products as 
reasonably priced and not much expensive; in reliability they are 
found to be reliable but rated lower than USA, Japan and German 
made products. Turkish consumers see Turkish made products as 
necessity items that are common for them and light produced. Their 
workmanship is not so careful and meticulous and also they are not 
technically advanced. Turkish products distribution is rated to be 
domestic.
For a Turkish consumer ownership of a USA, German, Italian 
or a Japan made product is more prestigious than ownership of his 
own countries' products. Turkish people find Turkish made products 
the most imitative products among the ail tested countries. Turkish 
producers are found to give importance to outward appearance but 
they do not provide much large choice of size and model and clever 
color usage is not rated high, it is surprising to see Turkish 
consumers rated their own countries' products having less 
advertising and coming after US, Japan, German, and Italian 
products in remembered brand names. Turkish made products are 
perceived for middle class people.
III.3.1.5. Made in Türkiye
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Products that are made in Czechoslovakia are the ones that 
are rated as most inexpensive among the countries' products 
tested. They are also very reasonably priced. As this criterion is 
inversely proportional to reliability they are rated as the poorest. 
They are necessary items and very common products. They are 
also perceived as light manufactured, too. In workmanship scale they 
are rated as poor and their technology is found to be backward. 
Products produced in Czechoslovakia is imitative and they are 
distributed domestically.
For Turkish consumers there is not much pride in having a 
Czechoslovakian product. Their advertising is very less than the 
others also their brand names are rarely recognizable. These 
products have limited choice of size and model and color is not well 
used on them as Turkish consumers rated. Czechoslovakian made 
products are for poor people who belong to lower class, in Turkish 
consumers' opinion.
III.3.1.6. Made in Czechoslovakia
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For Turkish Gonsumers', made in US products are rated in 
extremes: mostly in positive manner. These products are found to be 
most expensive and unreasonably priced one among all tested 
reliability is as a result of being expensive as high as German made 
products and better than all others.
US made products are evaluated to be Luxurious items that 
are exclusive. They are heavy manufactured products that have 
careful and meticulous workmanship and they are rated just below 
Japan made products. They are mass produced and world widely 
distributed. Turkish consumers rate US made as the highest 
innovative ones among all.
For Turkish consumers' ownership of US made products are 
very prestigious. US made products are also get the highest rates in 
Advertisements and recognizable brand names. US products give 
importance to performance without ignoring outward appearance, 
and also colors in their products are carefully used. USA made 
products are perceived to be for young people and are mostly for 
upper class consumers.
III.3.1.7. Made in USA
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iii.3.2.1. Products Associated with Their Country-of-Origin
Represantative products of a country is associated with the 
"made in" concept of that country and its important as it verifies the 
findings of this study. When "What products of selected countries 
comes into your mind first" is asked; from the answers it is obtained 
that people remember products with their country of origin. When it is 
asked to Turkish consumers which products come to your mind first 
when you think of USA, the answers are automobiles, computers, 
jeans and sports shoes. Automobiles, and computers are products 
that are needed to be reliable, technically advanced, and carefully 
and meticulously worked. USA is one of the highest rated countries 
in these scales. When Japan is in concern electronic eguipment, 
television sets. Computers are associated with this country. Japan is 
perceived as the producer of technically advanced, inventive and 
mass produced products. Türkiye is perceived to be the producer of 
hand made, not technically advannced, common and necessity 
products. Cloth, food and rugs are representative of Turkish 
products. The ansver given to Czechoslovakian representative 
product is Skoda which is the only available product in market and it 
is known as technically backwards, common and for lower class 
(TABLE 2).
Iil.3.2 Supporting Data Measuring image
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lll.3.2.2.Turkish
Preferences.
Consumers Country-of-Origin
Turkish consumers' counry-of-origin perceptions is asked to 
verify the results in stereotype images of Turkish consumers toward 
products of the various countries. It is obtained that Japanese
products are the most preferred products for Turkish consumers if 
we take equally priced, qualified and styled products produced in 
each country tested. Preferences are listed in the order: USA, 
Germany, Italy, South Korea and Czechoslovakia. An interesting 
outcome of this question is Turkish consumers’ preference of his own 
country made products are after Japan, US. and, German made 
products (TABLE 3).
III.3.2.3. Turkish Consumers Awareness of Country-of- 
Origin of the Products That They Use:
Turkish consumers awareness of country-of-origin is asked for 
a group of products used at home.. The results show those 95% of 
consumers know their products country-of-origin. This indicated us 
that in buying decision people are aware of the origin of the products 
that they are using.
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Automobile, TV set, Video player-recorders, washing 
machines, dish washers, sport shoes and blue jeans' country-of- 
origin was investigated as these were consumer products that almost 
every consumer own. Answers to these questions show us that 
people are aware of the country-of-origin of the products and also we 
can strengthen some outcomes of the perceptions of Turkish 
consumers on country-of-origin of the products that they use.
It is found out that blue jeans and sport shoes are mostly made 
in USA, and USA is perceived as the producer of most prestigious 
products. Washing machines and dishwashers are made in 
Germany, and Germany is perceived as the producer of most reliable 
products. Video and audio sets are from Japan and Japan is 
perceived as the producer of most technically advanced and mass 
produced products In other product categories there is not much 
significance in different countries (TABLE 4).
III.3.3. Countries who does not have significant difference in 
Turkish consumers opinion:
As it can be seen from results of the semantic differential 
analysis and supplementary questions, there are different "made in" 
images attached by Turkish consumers to products made in different 
countries. There are significant difference in-between the answers 
given for some of the countries. To find out this differences a Scheffe
34
test is conducted on the obtained data that compares the countries 
with each other for each question (TABLE 1).
For the expensive-inexpensive scale there is not a significant 
difference between South-Korea and Czechoslovakia that are both 
perceived as inexpensive. On the other hand same is true in-between 
Germany and USA whose products are perceived as expensive. US, 
German, and Italian made products are perceived as the most 
expensive ones and Czechoslovakian and South Korean products 
are the least expensive ones. For the reasonable-unreasonable price 
scale South Korea and Czechoslovakia are rated as being 
reasonably priced and they show significant difference than the other 
countries. On reliability, countries again divided into two groups; in 
the reliable products producers there is Germany, USA and Japan 
and in the other group there is South Korea and Czechoslovakia, 
that are neither reliable nor unreliable.
When being luxurious-necessity products are taken into 
consideration there is not a significant difference in-between three 
groups. The ones who are perceived as luxurious product producers 
form a group as USA, Italy, Germany, and Japan, other one is 
relatively necessity product producers South Korea, and Türkiye and 
one country Czechoslovakia has significant difference than any other 
country and perceived as a necessity product producer.
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In scale of prestigious product producers versus common 
product producers we obtain the same results as above. USA, 
Germany, Japan and Italy is one group which is perceived the most 
prestigious products producers and Czechoslovakia is the least 
prestigious products producer.
In heavy industry products there is such a grouping: USA and 
Germany are the countries which are perceived as the most heavy 
industry products producers. The countries except Japan are the 
least heavy industry products producers. In carefully and 
meticulously produced products USA, Germany and Japan do not 
have significant difference and perceived as countries with most 
carefully and meticulously produced products. Czechoslovakia and 
Türkiye form another group which products are not carefuily and 
meticulously produced.
For Turkish consumers USA Germany and Japan are the 
countries that are perceived as producers of most technically 
advanced products. Italy and South Korea are rated in just between 
this scale as not technically advanced but not backwards, too. 
Türkiye and Czechoslovakia have significant difference from the 
other countries as being countries producing least advanced 
products. Products produced in USA, Germany and Japan are 
perceived as mass produced products and they have a significant 
relationship. Italy and South Korea are perceived as in midway 
between mass produced and hand made products and Türkiye and
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Czechoslovakia are perceived as least mass produced products 
producers.
In distribution scale the same three groups are formed again 
as not having significant difference. US, German and Japan made 
products are rated as being worldwide distributed. Italian and South 
Korean products are rated after this group and products produced in 
Türkiye and Czechoslovakia are rated as least worldwide distributed 
products.
In being innovative USA, German and Japan producers are 
rated highest, Italy is rated just after them and South Korea, 
Czechoslovakia and Türkiye are rated in the same order in being the 
least innovative products producers. In pride of ownership there is 
not much significant difference in between US, German, Japan and 
Italian made products for Turkish consumers who perceive these 
products as prestigious. Other countries have an order such as 
Türkiye, South Korea and Czechoslovakia. Czechoslovakia as being 
the least innovative products producers.
USA, Japan, German and Italy made products are perceived 
as the ones that have too many advertisements. Czechoslovakian 
made products on the contrary are perceived as the least number of 
advertisements. In recognizable brand names US, German Italy 
and Japan made products have the most recognizable brand names
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and can be grouped together. Türkiye South Korea and 
Czechoslovakia are significantly different from the others.
USA, Germany and Japan are the countries which are 
perceived as having too many choices of size and model. Italy and 
South Korea does not have significant difference and are not rated 
high in this scale. Türkiye and Czechoslovakia are perceived as not 
having least choice of size and model. Turkish consumers perceived 
US, German, Japan and Czechoslovakian made products as more 
concerned to the performance and Turkish Italian and South Korean 
product as more concerned with outward appearance. In clever use 
of color Italy, USA and Japan does not have significant difference 
and are rated high in this scale. Czechoslovakia is perceived as not 
using colors cleverly.
US, Japan and Italian made products are perceived as 
products for younger people. On the other hand Czechoslovakian 
products are perceived for older people. In being more for woman or 
man only Italy is out of the group and perceived as being more for 
woman. For income we can divide countries in three groups: USA , 
Germany, Italy and Japan produce products for upper income group; 
Türkiye and South Korea produce products for middle income group 
and Czechoslovakia for lower income group.
If all outcomes of Scheffe test are taken into consideration we 
can divide seven countries that are tested in four groups. First one is
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USA, Germany and Japan, second one is Italy, third one is Turkey 
and South Korea and fourth one is Czechoslovakia. In the group 
formed by USA, Japan and Germany; USA is leading in being 
expensive, unreasonably priced luxurious items, exclusive, very 
inventive, very much advertised, with recognizable brand names and 
large choice of size and model. Moreover they use colors cleverly. In 
reliability German made products are perceived as more reliable. In 
heavy industry products and in concern with performance German 
made products are rated higher than the other two. Japanese 
products are leading in being technically advanced mass produced, 
worldwide distributed scales. Among three of these countries USA 
and Japan made products are more for younger people and 
Germany made products are for middle aged people.
Türkiye and South Korea are almost same in choice of size 
and model, concerned with performance, use of color, for bemg 
middle aged people and for being middle class. Turkish made 
products are perceived as expensive than South Korea products but 
in related to this they are perceived as reliabie. In workmanship 
Turkish products are less carefully and meticilously produced. In 
world wide distribution and being mass produced products South 
Korea is leading. An interesting outcome of the study is Turkish 
attitudes toward Turkish made products. Turkish people see their 
own country's products as inexpensive (not as inexpensive as S. 
Korean and Czechoslovakian products) but they perceive them as 
even more reliable than Italian products. In recognizable brand name
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analysis Turkish products come after USA, Japan, German and 
Italian products. It is as these countries’ products are available in the 
market and they are making mass media advertisements. Turkish 
consumers find their own countrys' products as very immitative, 
technically backwards, giving importance to outher appearence 
rather than performance and so they rate these products lower than 
the other countries except Czechoslovakia on many scales.
"Made in Italy" products show a different profile that is closer to 
USA, Germany, and Japan made products, but in perceptions test 
there is not much evidence to show this relationship. It differs in their 
giving importance to outward appearance and their clever use of 
colors. Italian products are also found to be more feminine.
If the results are examined it can be seen that Czechoslovakia 
has a very different profile than the other countries. Czechoslovakian 
products are inexpensive, reasonably priced but on the other hand 
unreliable, common, light manufactured and technically backwards. 
Also these products are not advertised much and so their brand 
names are not recognised, with their less clever use of color and 
limited choise of size and model these are perceived for old people 
who belong to middle lower class.
40
In Turkish consumers' perceptions on Turkish made products 
and some selected countries' products with which Türkiye is in trade 
relationship are investigated. From the test results that show 
significant difference in-between the perceptions on tested countries 
we obtained that there are four groups. Turkish consumers rated 
these groups almost same on many of the scales. Groups are formed 
in the degree of development: USA, Japan and Germany are 
developed countries, Italy comes after them, South-Korea and 
Türkiye are developing countries and Czechoslovakia is a lesser 
developed country. We can conclude that there is a common idea 
about the products related to the degree of development.
Country-of-origin is much more important for lesser developed 
countries and for countries who are new to Turkish market. For 
Czechoslovakian goods stressing on country-of-origin does not bring 
any positive advantage, but on the contrary it may hurt the sales. 
Other features of the product must emphasize rather than origin to 
increase the chance to have targeted sales volume. For example to 
lessen unreliable image long term guarantee can be used.
Another point that let Turkish consumers rate these countries 
in this way (Fig 1) is maybe the degree of trade relationship. 
Germany is a very old trade partner of Türkiye since Ottoman Empire 
and also now there is more than 1.5 million Turkish citizens living in
IV CONCLUSION
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Germany. Because of these Turkish consumers are familiar with 
German products and they rate these products positively. German 
automobiles, washing machines and dish washers are familiar to 
Turkish consumers and they are thought to be reliable. For Japan 
and USA there is a different scenario, these countries are 
aggressively marketing their products and some of their companies 
have branches in Türkiye and some are forming Joint-ventures. They 
are relatively new in Turkish market compared to Germany but they 
formed a very positive position for their products. Italy is not that 
much aggressive but as being an European country and also having 
some well known brand names (Alfa Romeo, Benetton) its products 
are rated high. South Korea and Czechoslovakia are not in Turkish 
market intensively except Hyundai automobiles from South Korea 
and Skoda automobiles from Czechoslovakia (in 1992). So we can 
se that if the trade relationships were important German made 
products must have been rated the highest in all of the categories but 
this is not foud out.
By taking all these into consideration Turkish consumers rated 
countries as shown in figure 1 and international marketing managers 
had to take this into consideration while preparing their marketing 
strategies. For the developped countries' producers country-of-origin 
is a valuable asset when posit
ion their products . On the contrary for less developed countries' 
producers country-of-origin effect is a part of current position and 
either they have to supress it or try to change it. For dimestic
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producers country-of-origin is a disadventage as products produced 
in Türkiye is rated lower than developped countries' products, but 
with some effort they can change the country-of-origin effect.
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Marketing managers can position their products by looking at 
the country-of-origin effect on their products and they may stress on 
the positive features and support the weak features. If we take 
Turkish products and compare them with their foreign competitors in 
automotive industry, being reasonably priced and expensive are 
positive features. Their reliability is better than Italian, South Korean 
and Czechoslovakian made products. Turkish products are not 
perceived as luxury items that are exclusive, technically advanced, 
carefully and meticulously produced. For Turkish automobile 
producers, it is not very easy to produce an expensive, prestigious 
automobiie, since they are perceived as for upper class and there is 
not much prestige in ownership of Turkish made products. A Turkish 
made automobiie can be positioned as a one for middle class , which 
is not expensive and which do not have high performance but 
economic on the other hand. Turkish products are thought to be 
technically backwards and to overcome this there must be stress on 
every technical feature of the automobiie. It is of course possible to 
produce a prestigious Turkish made automobile but it will need too 
much marketing effort spent on each feature to catch up its 
competitors.
V. RECOMMENDATIONS
44
For the marketing manager of a US made product its country- 
of-origin is a positive feature as US made products are perceived as 
reliable, have careful and meticulous workmanship, technically 
advanced, inventive, and known as having large choice of size and 
model. These were positive features, but depending on the product 
category; other features that are tested in the study may be positive 
or negative when country-of-origin is the only determinant for the 
consumer. For example, US made products are perceived as 
products for upper class that are expensive, exclusive and not much 
reasonably priced. So, any product produced in USA will be 
perceived with above features and depending on the products 
specifications and positioning it may not be necessary to stress on 
country-of-origin (there may be doubts in consumers about quality of 
the product if it is cheap).
"Skoda" cars can be a good example of Czechoslovakian 
products. In sales volume of imported automobiles Skoda is second 
after Lada. If we look at Czechoslovakian country-of-origin profile 
Czechoslovakian product is not perceived as expensive, reliable, 
techniceally advanced, inventive, carefully and meticilously 
produced. As a Czechoslovakian product Skoda is cheap, it is aiming 
to middle-lower income group, it has guarantee and service to 
overcome its reliability problem and by doing this it gained a 
considerable market share. If Skoda tried its chance Turkish market 
with a limousine that is very luxurious it is obvious that it will be very
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hard to break up the negative approach to Czechoslovakian product 
by the potential buyers of "Skoda."
Same is applicable for Samsung TV sets of Korea as Korea is 
not perceived as technically advanced, inventive and reliable as 
Japan. It is not possible for a Samsung TV set priced same with a 
SONY. To obtain a market share Samsung must position cheaper 
than SONY and must give guarantee to solve reliability problem.
By knowing the country-of-origin image of a country, 
marketing managers have to prepare their positioning and their 
marketing strategies. To do this current position of the country must 
be understood and than a series of actions must be taken up to the 
repositioning of the country itself. Familiarity with products and 
knowledge about country affects the country-of-origin image. 
Information about the country must be given in such a way that there 
must be emphasis on positive perceptions, strengthen the weak 
positive perceptions and relate the negative ones to positive 
concepts. This is the way to change country-of-origin effect for leser 
developped countries.
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The developments in country-of-origin concept brought out 
questions about the way consumers acquire, process and use image 
cues. The interrelationship between these and the other product cues 
(price, style, etc.) changes consumers' perceptions and attitude 
towards products. Turkish consumers' attitudes must be studied with 
multiple cue works for further studies.
In this study, like many studies, especially of consumer goods, 
have involved only a single cue, that is, the country-of-origin was 
only information supplied to respondents on which to base their 
evaluations. This approach tends to bias the results in favor of 
finding a country-of-origin effect, and it is analogous to research on 
price-quality relationships where price is consistent found to effect 
evaluations of quality, but only if it is the sole information cue 
provided (Olsen, 1977). Thus, like price country-of-origin may serve 
as a proxy variable when other information is lacking.
The sample consisted of students from Bilkent University and 
Middle East Technical University is not a representative of Turkish 
Consumers. A study conducted with a much wider and distributed 
sample will lead to a better profile of "made-in" image.
VI. LIMITATIONS
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Sex, age and other interactive variables like income also has 
influence on country-of-origin image. These all have impact on 
overall evaluations and on attribute ratings on different countries' 
products. These variables especially sex appear to have influence 
rating on certain instances. (Johansson, Douglas and Nonaka, 1985). 
These effects are not investigated in this study.
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APPENDIX 1. THE QUESTIONNAIRE
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Doldurmak üzere oldu^nuz bu anket, Bilkent Üniversitesi Yüksek 
Lisans tezi için kullanılacak olup, tüketicilerin ithal malları 
hakkındaki görüşlerini incelemek için hazırlanmıştır.
Anket soruları sadece bu araştırma için kullanılacak ve toplu 
olarak değerlendirilecektir. İsminiz sorulmamaktadır. Samimi bir 
şekilde aklınıza ilk gelen düşünceleri olduğu gibi belirtmeniz 
çalışmanın sağlıklı sonuçlar elde etmesini sağlayacaktır. Lütfen 
tüm soruları düşünerek ve atlamadan yanıtlayınız.
YARDIMCI OLDUĞUNUZ İÇIN ŞİMDİDEN TEŞEKKÜR EDERİZ.
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1 ) Aşağıdaki ülkelerin ürünlerini verilen özelliklere göre değerlendiriniz.
Örnek:
Hindistan: 
Hollanda :
Paketi Şık Paketi Basit
[] [] [] M [] [] []
[] M [] [] n [] []
1- Ucuzdur Pahalıdır
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ]
[ ]
[ ]
[ ]
n
[ ]
[ ]
[] [] [] [] [] []
[] [] [] [] [] []
X] [] [] [] [] []
[] [] [] [] [] []
[] n [] [] [] []
[] [] [] [] [] []
[] [] [] [] [] []
2 - Fiyatları makul Fiyatları makul Değil
JAPONYA : [] [] [] [] [] [] []
ALMANYA : [] [] [] [] [ ] [ ] [ ]
GÜNEY KORE : [] [] [] [] [] [] []
İTALYA : [] [] [] C] [] [] []
TÜRKİYE : [] C] [] [] [] [] []
ÇEKOSLOVAKYA: [] [] [] [] [] [] []
ABD : [] n [] [] [] [] []
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3- G û v e n i l i r G ü v e n i l m e z
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[] [] [] [] [] [] []
[] [] [] [] [] n []
[] [] [] [] [] [] []
[] [] [] [] [] [] u
[] [] [] [] [] [] n
[] [] [] [] n [] []
[] [] [] [] n n []
4 -
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
Lüks Tüketim 
Maddesi
Genel İhtiyaç 
Maddesi
[ ] f ] [ ] [ ] [ ] [ ] n
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[] [ ] [ ] [] [ ] [ ] [ ]
[ ] n [ ] [ ] [ ] [ ] [ ]
[ ] n [ ] n [ ] [ ] [ ]
n [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
D - Prestij Malları Sıradan Mallar
JAPONYA : [] [] [] [] [] [] []
ALMANYA : [] [] [] [] [] [ ] n
GÜNEY KORE : [] [] [ ] [] [] [] []
İTALYA : [] [] [] [] [] [] n
TÜRKİYE : [] [] [] C] [] [] []
ÇEKOSLOVAKYA: [] [] [] [] [] [] []
ABD : [] [] [] [] [] [] []
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J A P O N Y A
A L M A N Y A
G Ü N E Y  K O R E
İ T A L Y A
T Ü R K İ Y E
Ç E K O S L O V A K Y A
A B D
6 - Ağır Sanayi 
Ürünleri Hafif Sanayi ürünleri
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] n [ ] [ ]
n [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] n [ ] [ ] [ ]
7 - Işçİliği Dikkatli 
ve Özenli işçiliği Dikkatsiz ve Özensiz
J A P O N Y A
A L M A N Y A
G Ü N E Y  K O R E
İ T A L Y A
T Ü R K İ Y E
Ç E K O S L O V A K Y A
A B D
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] n [ ] [ ] [ ]
8 - Ileri Teknoloji 
ürünü Eski Teknoloji Ürünü
J A P O N Y A  : C ] n [ ] [ ] [ ] [ ] [ ]
A L M A N Y A  : [ ] [ ] [ ] [ ] [ ] C ] [ ]
G Ü N E Y  K O R E  : [ ] [ ] [ ] [ ] [ ] [ ] [ ]
İ T A L Y A  : C ] [ ] [ ] [ ] [ ] [ ] [ ]
T Ü R K İ Y E  ; [ ] [ ] [ ] [ ] n [ ] [ ]
Ç E K O S L O V A K Y A : [ ] [ ] [ ] [ ] [ ] [ ] n
A B D  : [ ] [ ] [ ] n n [ ] n
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JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
9 - Seriüretilmiş
El
Yapımı
[ ] [ ] n [ ] [ ] [ ] [ ]
n C ] [ ] [ ] [ ] [ ] [ ]
C ] [ ] [ ] n [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] n [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] n
10 -
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
Tüm Dünyada 
Satılır
[ ]
C ]
[ ]
[ ]
[ ]
[ ]
[ ]
Sadece Kendi 
ülkesinde Satılır
n [ ] [ ] [ ] [ ] [ ]
n [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] n
[ ] [ ] C ] n C ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
11 - Yenilikçidir Taklitçidir
JAPONYA : [] [] [] [] [] [] []
ALMANYA : [] [] [] [] [] [ ] [ ]
GÜNEY KORE : [ ] [] [] [] [] [] []
İTALYA : [] [] [] [] [] [] []
TÜRKİYE : [] [] [] [] [] [] n
ÇEKOSLOVAKYA: [] [] [] [] [] [] []
ABD : [] [] [] [] [] [] []
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JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
1 3 -
1 2 - Sahip Olmakla 
Övünürüm
[ ]
[ ]
[ J
[ ]
[ ]
[ ]
[ ]
Reklamı 
Çok Yapılır
Sahip Olmak Pek de 
Övünülecek bir sey Değil
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ]
[ ]
[ ]
[ ]
[ ]
[ ]
[ ]
1 4 - Marka Olarak 
Aklımda
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ]
[ ]
C]
[ ]
[ ]
[ ]
[ ]
[ ] [ ] [ ] n [ ] n
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] n [ ] [ ] [ ] [ ]
[ J [ ] [ ] [ ] [ ] [ ]
C ] [ ] [ ] [ ] n [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] n [ ] [ ] [ ] [ ]
Reklamı
Azdır
c_] [ ] [ ] [ ] C ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] n [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] C ]
[ ] C ] [ ] [ ] [ ] [ ]
[ ] [ ] C ] [ ] [ ] [ ]
Marka Olarak 
Aklımda değil
[ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ } n [ ] C ] [ ]
[ ] [ ] [ ] [ ] [ ] C ]
[ ] [ ] [ ] n [ ] [ ]
[ ] [ ] C ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] n n
[ ] n [ ] [ ] [ ] [ ]
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15- Ürünlerin Boy ve
Modelleri Çok Çeşitlidir
ürünleri Sınırlı 
Boy ve Modeldedir
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ] n [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] n [ ] [ ]
[ ] [ ] [ ] [ ] [ ] n [ ]
[ ] [ ] [ ] [ ] [ ] n n
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] n [ ] [ ] [ ] [ ]
C ] [ ] [ ] [ ] [ ] [ ] [ ]
16- Daha Çok Dış Görünüşe 
Önem Verilmiştir
Daha Çok Performansa 
Önem Verilmiştir
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ] [-İ [ ] [ ] [ ] [ ] n
[ ] [ ] [ ] [ ] [ ] n [ ]
[ ] [ ] [ ] [ ] [ ] n [ ]
[ ] [ ] M [ ] [ ] n [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
1 7 - Renkler İyi 
Kullanılmış
Renkler iyi 
Kullanılmamış
JAPONYA : C ] [] [] n n [] []
ALMANYA : C ] [] [] [] n [] []
GÜNEY KORE : [ ] [ ] n [] [ ] [] []
İTALYA : [] [] [] [] [] [] []
TÜRKİYE : [] [] [] C ] [] [] C ]
ÇEKOSLOVAKYA: [] [] [] [] [] C ] []
ABD : [] [] [] n [] [] []
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18~ Daha Çok
Gençlere Yönelik
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
Daha Çok
Yaşlılara Yönelik
[ ] n [ ] [ ] [ ] [ ] [ ]
[ ] [ ] C ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] [ ]
n n [ ] [ ] [ ] [ ] [ ]
[ ] n [ ] [ ] [ ] [ ] [ ]
[ ] [ ] [ ] [ ] n [ ] [ ]
C ] [ ] [ ] [ ] [ ] [ ] [ ]
19- Daha Çok
Erkekler İçin Daha Çok Kadınlar için
JAPONYA
ALMANYA
GÜNEY KORE
İTALYA
TÜRKİYE
ÇEKOSLOVAKYA
ABD
[ ] _  [ ] [ ] C ] [ ] [ ] [ ]
[ ] [ ] C ] n [ ] [ ] n
[ ] [ ] [ ] [ ] [ ] n [ ]
[ ] [ ] [ ] [ ] n [ ] [ ]
[ ] [ ] [ ] [ ] [ ] [ ] n
[ ] [ ] [ ] [ ] [ ] [ ] n
[ ] [ ] [ ] n [ ] [ ] [ ]
20 - Üst Gelir Grubuna Alt Gelir GrubunaHitap Eder Hitap Eder
JAPONYA : [] [] [] [] [] [] []
ALMANYA : ü [] [] [] [] [ ] []
GÜNEY KORE : [ ] [] C ] [] [] n []
İTALYA : [] C ] [] [] [] n []
TÜRKİYE : [] [] [] [] [] [] []
ÇEKOSLOVAKYA: [] [] [] [] [] [] []
ABD : [] [] [] [] n n []
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2) Aşağıda belirtilen ülkelerin, aklınıza ilk olarak hangi 
ürünleri geliyor? Lütfen, 1-3 tane yazınız.
*************************************************************
ÖRNEK:
FRANSA : 'Fe.'^ Cilr . ko ınûr>t (cas \
» ^
HİNDİSTAN : 1^ ;|gısa.^ gr ( So^ u^oo.re'^ ____________
' k ' k ' k ' k ’k - k - k ' k ' k ' k ' k ' k - k - k - k ' k ' k - k ' k - k ' k ’k - k - k ' k ' k ' k - k - k ’k ' k ’k ' k - k - k ’k ' k ' k - k - k ' k - k ' k ' k ’k - k ’k - k - k - k - k ' k ^ - k i f ' k - k - k ' k - k - k
ABD
JAPONYA 
ALMANYA 
İTALYA 
TÜRKİYE 
GÜNEY KORE 
ÇEKOSLOVAKYA
3) Aşağıda belirtilen ülkelerin aynı fiyat, kalite ve tarzda 
birer ürünü olsa, bu ürünleri tercih öncelikleriniz ne olur?
En Ocelikle 
Tercih Ederim
En Son
Tercih Ederim
JAPONYA : [] [] [] [] [] [] []
ALMANYA : [] [] [] [ ] [ ] [ ] [ ]
GÜNEY KORE : [] [] [] n [] n C ]
İTALYA : [] C ] [] [] n [] []
TÜRKİYE : [] [] [] [] [] [] []
ÇEKOSLOVAKYA: [] n [] n [] [] n
ABD : n n [] [] [] [] []
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4) Sizin ya da ailenizin sahip olduğu aşagidaki ürünlerin 
hangi ülkelerde yapıldığını yazınız.
' k - k ' k i f i c i t ’k ' k ' k - k i t i i ’k - k - k i c ’k ' k ' k - k ’k i e i c ' k ' k ' k ' k i t ' k ’k - k i c i c - k ' k ' k ’k - k ' k ' k i c i c ' k ' k ' k ' k ' k ' k ' k ' k ' k i t i c - k i e ' k ' k i t ' k ' k i c
Örnek:
VAR YOK Var ve biliyorsanız BİLMİYORUM 
hangi ülkede yapıldığı
HALI: Ç>3 [ ] T  ü < g  i Y  £ [ ]
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *
VAR YOK Var ve biliyorsanız BİLMİYORUM 
hangi ülkede yapıldığı
OTOMOBİL : [] [] []
TELEVİZYON: [] [] []
VİDEO : [] [] []
MÜZİK SETİ: C ] [ ]  . . . [ ]
BULAŞIK 
MAKINASI : [] n []
ÇAMAŞIR 
MAKINASI : [] [] []
SPOR
AYAKKABISI: [] [] ... []
KOT
PANTOLON : [] [] []
5) GENEL BİLGİLER:
Yaşınız:
Cinsiyet: K  [] E []
Okul/Bölûm/Sınif: / /
Ailenizin ve sizin toplam aylık geliri aşağıdaki 
lardan hangisi içindedir?
aralık-
[] 3.500 .000 TL·dan az
[] 3.500 .001 TL- 7.000.000 TL
[] 7.000 .001 TL- 10.500.000 TL
[] 10.500 .001 TL- 14.000.000 TL
[] 14.000 .001 TL VE ÜSTÜ
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FIG. 1. SEMANTIC DIFFERENTIAL
INEXPENSIVE
REASONABLY PRICED
LUXURY ITEMS
HEAVY INDUSTRY PRODUCT
CAREFUL WORKMANSHIP
TECHNICALLY ADVANCED
MASS PRODUCED
WORLD WIDE DISTRIBUTION
PRIDE OF OWNERSHIP
MUCH ADVERTISING
RECOGNISABLE BRAND NAMES
LARGE CHICE OF SIZE & MODEL
MORE CONCERNED WITH OUTWARD 
APPEARANCE 
CLEVER USE OF COLOR
MORE FOR YOUNG PEOPLE
MORE FOR MEN
UPPER CLASS
UNREASONABLY PRICED
UNRELIABLE
NECESSARY ITEMS
LIGHT MNUFACTURED PRODUCT
NOT SO CAREFUL AND 
METICULOUS WORKMANSHIP 
TECHNICALLY BACKWARD
HAND MADE
MOSTLY DOMESTIC DISTRIBUTION
NOT MUCH PRIDE OF OWNERSHIP
LITTLE ADVERTISING
UNRECOGNISABLE BRAND NAMES
LIMITED CHOICE OF SIZE & MODEL
MORE CONCERNED WITH PERFORMANCE
NOT CLEVER USE OF COLOR
MORE FOR OLD PEOPLE
MORE FOR WOMEN
LOWER CLASS
5ERMANY-N 
iAPAN--------
[2;e c h o s l o v a k ia -
TA LY -------------------
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TABLE 1
Perceptions of Turkth Consumers on Turfish and Foreign Products
USA GERMANY JAPAN ITALY S.KOREA CZECHOS. TÜRKÍYE
EXPENSIVE
2.59 a 2.41 a
4.33 b 3.60 b
5.22 c 4.33 c 4.72 c
5.43 d 5.22 d 4.72 d
KtASONABLY
PRICED
3.55 a 2.57 a 2.78 a
4.29 b 4.14b 3.55 b 4.29 b 3.95 b
RELIABLE 2.02 a 1.95 a 2.07 a
4.67 b 5.33 b
LUXURIOUS 2.66 a 3.24 a 3.52 a 2.88 a
4.60 b 4.66 b
HRES I lOE 2.00 a 2.22 a 2.14 a 2.69 a
4.66 b 4.76 b
HEAVY
INDUSTRY
2.48 a 1.69 a
2.48 b 2.90 b
3.98 c 4.19 c 4.57 c 4.62 c
WORKMANSHIP 1.97 a 1.88 a 1.66 a
5.66 b 5.09 b
ADVANCED
TECHNOLOGY
1.71 a 1.41 a 1.19 a
2.98 b 3.43 b
MASS
PRODUCED
1.60 a 1.72 a 1.38 a
3.21 b 2.69 b
4.83 c 4.28 c
WORLDWIDE
DISTR.
1.45 a 1.62 a 1.21 a
2.60 b 2.55 b
5.48 c 4.78 c
INVENTIVE 1.45 a 1.99 a 1.90 a
5.14b 5.71 b
5.71 c 6.02 c
PRIDE OP 
OWNERSHIP
2.40 a 2.84 a 2.81 a 2.95 a
5.19b 4.45 b
6.28 c 5.19 c
ADVERTISEMENT 1.41 a 1.88 a
2.35 b 1.38 b
2.35 c 2.91 c
4.72 d 4.35 d
RECOONISATION 
BRAND NAME
1.31 a 1.55 a 1.50 a 2.05 a
2.05 b 2.47 b
1.40 a 1.98 a 1.57 a
CHOICE OF 1.98 b 2.74 b
SIZE&MODEL 2.74 c 3.45 c
4.14a 5.02 a 4.86 a 4.65 a
PERFORMANCE 4.14b 3.40 b
2.76 c 3.40 c 3.07 c
COLOR 2.19a 2.35 a 1.74 a
2.19 b 3.02 b 2.35 b
4.19 c 4.05 c
2.50 a 2.79 a 2.34 a
YOUNG VS 2.79 b 3.43 b 3.60 b
OLD 3.72 c 3.43 c 3.60 c
POR MAN 3.88 a 3.60 a 3.40 a 3.71 a 3.91 a
VS WOMAN
UPPER V5 1.91 a 2.14a 2.43 a
LOWER CLASS 2.14b 2.81 b 2.43 b
\AfirK i^t+e
4.88 c 4.55 c
Higher values indicate more favourable ratings
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TABLE 2
Representative Products o f Tested Countries in Turkish Consumer Opinion
GERMANY
Mercedes Benz 
BMW
Volkswagen
Beer
JAPAN
Toyota
Mazda
Electronic Equipment 
Television Set 
Sony 
Com puter
SOUTH KOREA
Electronic Equipment 
Computer 
Automobile 
Sports Equipment
ITALY
Clothing
Shoe
Autom obile
Furniture
TÜRKİYE CZECHOSLOVAKIA USA
Cloth Autom obile Automobile
Food Jeans
Rug Computer
Soort Shoes
Coca Cola
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TABLE 3
Turkish Consumers' Country-of-Origin Preferences
O RDER OF PREFERENCE
Country-of-O rigin 1st 2nd
JAPAN 33% 25%
USA 24% 28%
GERM ANY 17% 22%
TÜRKİYE 13% 4%
ITALY 13% 13%
SOUTH KOREA _ 4%
CZECHOSLAVAKIA - 4%
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TABLE 4
Turkish Consumers' Country-of-Origin Preferences On Products They Use
COUNTRY-OF-ORIGIN (%)
PRODUCTS JAPAN GERMANY USA TURKiYE CZECH. S. KOREA ITALY
AU TO M O B ILES 19 19 3 54 7
T V  SETS 39 25 34 3
VID EO  SETS 66 17 3 14
A U D IO  SETS 64 18 10 8
D IS H W A S H E R S 76 3 21
W A S H IN G  M ACHINES 49 3 46 2
SP O R TS SHOES 31 52 5 12
BLUE JEANS 46 52 2
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